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1! PURPOSE . _ ‘ ” S

‘.

O

v

For many yenrs the citizens of neighbour countries in Lurope
have watched each ofher' s TV. The trart;c has been predominantly

one-way, espeoxally betwaen West Germar and its amall ncighbour

‘countries: Austria, Beiglum, the Netherlands and Switierland.

Andhtrom France to Belglum, Luxemburg, and Switzerlend.

The high percentage of hb@ea bonnected to cable ih the suall

countriesa is motivated Mainlx,by the;deaire for a more divers

sified supply .of TV than the. one or Lwo channels supplied by -

the national broadezgi wuthorities. (See CEC, 1983 and 1984 °
froadcast and cable si@uation in Eyrope.)

4

for details on the
' N

[

For the same number of years many politiciang and commentaters :

£ . .
in the %mall countries =~ Denmark not the least -~ have worried
about thHe cultural lnfluence and Lheo 1nf1uence on the natlonal

anguaqe from espe01al]y Neet German telev1810n And durlng tha

. lagt few years - when intensive Cabllnq has QJVGD Y/3 of thc

Danlaﬁ V- hqmes the technlcal p0581b111ty of watchlng west
German telev1 ion" - it has béen discussed whether the commer-

cials in West German television influence the Danish cons Jumers

to a:degree that gives brands advertised in West,ﬁerman-te]e:
vision a combetitive"agvaataga_eombarea with their Danish 3
counterparts : o o ' - /
Tharc is no TV- advertlsing in Denmark. Ir late 19ba}the magor— 55 
1ty of the parllamant wanted matters to staj thqt way. Does .~

the reCeptlon\bf West\German TV in this sit atlon lead to

-unfair competltlon between those manufacturers antd gellers of

branaeﬂ ccontsumer goods in Denmark who can take  advantage of

their adveftising-in West German telebision and those who
l‘ *

) " . *
cannot > | L ’ Lo -
. : ' . .-
4 N . 4 . LY 2

Since the first plans for TV~satelliteb.(i.e; high power _ W

tatellites or Direct Broadcasting'-Setellites or-DRSs') were
! t Bro € ,

‘published there has been a parallel ongoing discussion 1in

all European countrles, gsmall and large. To this'aiscussion

'has been added a ‘fear for the economic Foundatlon of the »

advertising supported-natlonal_hnoadcaat imstitutions except

Ed
»
<




‘ h . : . . l. . | ;
. in Belgium and the;Scéndinavian'countf}ee where there is no -
advertisfnq on TV. oy
oo The same discussion has of course taken place around the - =~

“communication satellites (1'e. low poweér satellltqs or leed'
service satelllbes or FSSs') since Eutelsat - 1ndependent of
" ... the European governmenta - in June 1983 made the decision to P

rent the transpontiers on the ECS-satellites to national and

‘transnatijonal corporations.

The DBSs' &re not up yet, but the éuesliohg concerning the & ",
~ communications satellites are very real and as -pregent for-.all -
. Curopean countrises és*Phg questions about neighbbur country
N telev1slonhave been for some countrles For/yaara. In the sum-
mer of 198Q one Lransponder was used by a French language,, '
non- proflt channel, and one was used by the transnational, T
_ _Murdoéﬁ>ewned Satelllte Te}ev181on (broadcasting "Sky Channei")
- ' with the dedicated purpose of profltlng from cross bordsr
. " advertiser gupported TV.y : - ‘
'K Eight more channels transmltted by the ECS~) were planned to
a start in 1984. Other satellites will extend the transponder’

capacity Lo 42 by the end of 1985 (EEC 1983,~Chaplin‘l983);~;
p _ _

. R . : - Ja ' .' \
N }he cultural effects of foreign natlonal and transn! t onel

television are:. beyond the scopg of this study, the- maln pur-
pose of which idg to furnish some factq'to the - very'often
emotional - discussion of . the economic consequences from the
expected Spread in Europe of commer91al TV and ‘TV- commercials
from the national sphegre to- the 1nternational - -
‘Thls expepted develOpment has an extra dlmension in Belgium4
Denmark Norwey,,and Sweden since it is used as an grgumént
for 1ntr0duc1ng advertising on the national TV- dhannels in
- those countries. \ _ '
. In this study the economic consequences are looked 1nt0 in
‘two ways, H) QX 1llum1ﬁating the arqument about unfalr com-
' petition as described above. Anmd 2) by 1nJ§stlgat1ng the
“ consequentes for the- c1tlzens in thelr roles as consumers of-
o goods and services if TV-advertising grows or ig introduced A

for the first time. Denmark is8” here used as 8 klnd of case

B . : . S ' v .
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situation. But hopefully the study as a whole is alsc of inter-
national relevance. 7 | |
: | | \
’;The study analyees the commercials on thelﬁiret'pén Eugopeen
satellite television channel, The Sky -Channel, in’'february,
March, and April 1984, and the cOmmé&cials;nn the West German
»Channel.Z or ZDF- | e ' -

B
'\ ~ . K

3

The means of the etudy are 1))3 descrlptlon of the Sky Channel
‘and the vlew1ng of West German TV- commer01sls in Denmark

-2) a reglstratlon and dGSCPlptlon of . the klnd and amount of
advertlslng on Sky Channel and ZDF for three months and one
week, Fegpectlvely. And 3) an analysis of the 1nformat10n

content of the commercials. . e S N

_fo?‘teehnical and iegel'reasons Sky Channel cound not be taped

ﬁh4DenmerR in the beginninb of 1984. S5atellite Television of —

London has kindlly editedltapeé with the commercialss for three
months and put them. to disbosal For this study - and has
helped with other material as well The commercials From ZDF
have beentaped from a cable net 1n Arhus, Denmark. Q

s
The scope, me}HbQS, and_material of this study could of course
be extended a lot -further. The cultural dimension of the
internationalizatien of TV i1n Europe are not included. Neither .
are the eonsequences for programming of the reliance on .
advertising incomes. The economic dimensions are only illus-

-

trated in a limited way. And the problems of_international
regulatipon are not touched upon. ’

A main reason for the set up of this study has been to pub—
118h the results in tlme ‘to have more than academic 1nterest
It was d881gned ‘tor be a modest neutral contribution of facts
to the often heateq dlSCUSSlOﬂS among politicians, consumer
unions, advertlsers, and advertlslng agencies about TV-commer-

-01818; reception of setellltes, and nelghbour.country signals.

-




2. METHOD >

) -

J/Kfl commercials on Satel??;é Televigions's Sky Channel *in Fe-
- br

uaryy March, and April, 1984 and all commercials on .Lhe

West German channel 2, ZDF, in week I'5 (April 9-14, 1984)

constitute the empirical basis of the study. It is not an

invegtigation of a sample, represenfing a larger poﬁqlation,

- but in princéhle a ftotal".igscription of.a limitég popula-
tion. ) _ + L

*Despite thlsimethodologlcal approach it is of course’ 1nter~
esting to what extent the descrlptlons of the three months o)
qn@ the one week, respectively, gre valid beyond those RN
periods. : ' - oo
The main reason for not estab]lshlng a representatlve sample
of the population (commercials on Sky Channel and ZDF) - in

4 the traditional meanlng of the words - is that this popula-"
tion changes rapidly over time. ThlS is mgre so for Sky
Channel than for ZDF. Therefore the study of{ZDF - other

of a larger

‘thlngs being equal - is probably representat mv
period ‘around the time of the study than is the s udy of Sky
Channel. Some parameters of the study have a higher external
valldlty outside the periods under observation ‘than others.
This will ‘be discussed in later chapters.

All commercials on the two bZoadcast stations havereen con-
tent analysed by using the coding scheme in annex'l, The
instructions for the coding - and thereby the definitions

of the dimensions or cues which are ihcluded_inw%he content ¥
dgnalyses - are found in annex 2. N .

For discussions of the methodological questions and problems
related to content enalyses see Kassar jian 1977, Lucki and
Pollay 1981, Gottschalk 1981 Pollay 1983 and Sepstrup 1980.
The latter also in detalls discusses the methodology applied
in this.study, which is a methodological replica of the
studies reported“ih Sepstrup 1980 and 1981. The variables

used in this study are a sample of the variables used in |

those earlier studies. : o B

-

i
i . . -
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~and in a study on information:-content in print advertising = .,

“(Sepstrup l981)n As the object of the analysis here is TV-adver-

sound together as 1s also done 1n all studies referred to 1n

“from the Resnik and Stern study turned out not to be a‘pro—

The coding or registration of the dimensions relevgnt to

the purpose of the study was dane through questions answered

by cdders given the chgice of answering "yes", '"no" or

"uncertain" (see annex 1). C C) Lo
. P ) |

I/ .

~

. -
Es - e

‘All questions used in the coding procedure have. beep tested

sarlier in a study on se% roles in advertising (Sepstrup 1980)

tisimg and.not print ads, a pilot tesﬁ wes conducted to check
whether chanées were necessary in the coding prbcedure due to.
the change of.objeet. This was not the‘case. (cf\ 9£ern and
Resnik 1977.and Stern, Krugmamr and Resnik 1981. “These studies
also use the same coding procedure, see 7.4 .)

The pllot test lead to a decisiens to analyoe picture and

7.4. (Pkfture and tewt were analysed separately iIn Sep-

strup 1980 and 1981,2 This means that a "yes", e.g. to the
presence'of an inFormetlon'tue is registercd whether Lhex
information i; sung, Qisuélized or written on the

ecreén. | _

The author ‘coded the Sky Channel commercials One of the fivo
coders from the earlier studies of 4, 237 print advertlbmcnl
was born German and did the goding of the ZDF commer-

cials. : _ .

All questions in the coding scheme were reliability tested

1in the earlier studies except the ones ihcluded from'Stern
‘and Resnlk 1977 (se later). The procedure and rellqglllty
cogfficients for the information cués are found in Sepstrup
1931. wath very few exceptions they are close to one. The
probl®m-of reliahility is further discué@ed in’Sepstrup

1980. , | - | o,

The two ‘toders ihvolved,@ere both very well trained a priori.
A1l dimensions coded are very simple to decide on - ‘warnings

—

_ _ o
are given when this is not the case- and the féw cues added

.blem. After a short period of retraininé 1t was therefore

decided that a renewed reliability test would be of formal

¥
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o Vhlue only and. was therefore not cerried out.
,The Sky Channel commerc1alsvwere coded tw1ce with exactly -
the same resu]ts and the aulhor has compared every IDF coding
scheme with the corresponding commercial. This lead tq very .
few'corrections, and almost exclusively concentrated on p}o-

- . “duct classification and a few corrections from "yes/no“ to

7 "uncertain" and the other way around.

The normal pchedure in content dnalyses of advertisements

is to build g sample from the'pqpulatdon of diffqtent comMer7
cisls. By omlttlng duplicates each advertisement is only ©
analysed once. The results are calculated on this semple of . |
different edVertlsements Thls is the procedure in sll content

T

enalyses of TV~ edvertaslng refer(eo to in -this study (see
7.4.) and 1n the many stuﬂaesmgf espec1ally sex roles ’
published durlng the tast ygars (see e.g. Andren and ?Nowak )
21978 and 1981 and Courtney and Whipple 1983). ) ’
' - ~The procedure described above- could be called content analy-

s1s frgm the point of view of productlon Each commercisl has |, '

the sgme welght 1rrespect1ve of the commerc1sl being shown 1
or 10§ times or the ad eppefrlng in a m89821ne with a sms}l
or larg c1rculet10n This domlnetlng procedure in sdvertls—
ing content analysis makes ‘sence in some ways, but neglects Ve
the content of the total amount of advertisifg asg such,
dissenineted to the consumers. This "total amount"'depends
on the content oF the individusnl advertisements - which is
reglstered accordlng to the productmon prlﬁc1ple - but also
on the’ number of times” an edvertlsements sppears and on the
> : circulation of the medium in which it appears. A content
enelysgs which encompasses this could be called content
’ analysis from’th% point of-view of erosure,tend may give % A\
\more fair Judgement e.g. of the information content or kind
and amount of sex role socialization d(gsemlneted by edver—
tlslng as such. : . ' '
Sepstrup 1980 end 1981 demonstrate how to bu1ld a represen-
tative semple of print advertising for content analysis based

on the exposure principle.- In th'is study the results of the

v; o




e .o . R
e - Fl .

\ L \ ) | v ! I, . '
content anaWysis are calculated according to hoth tthe produc-
!

tion and th

L

| exposure principles. The,peoddction orincipIe .

ternbtional

——

is used to mpke the results ciﬁparable with the i
~literature.” Jhe resulls are ’so'calculatedzaccord'ng.to the e
exposufq pri'ciplo '
analygis Lo,

whole - or a “least be ause 1t produces another

picture. - .|

In. this s¢ud) it is reither p0881ble nor neceesaly to incor-

porate the 01mcu18t1 n variable. But the number g times a
commercial. anpears influences the'reported Fesults when cal-
culated eccdrdlng to the exposo;e pr1n01ple because o)commer—
cial 1s- analysed each tlme it appears (or the content vari- .
ables are wethted with the number of appeareances)

Table 17 111ustrabes that the two pr1nc1plce may produce
different results. In thlS case the total amount of advertis-
ing on Sky Channel shows'a'mqﬁe informétive picturg than

when Jjust analysing ealh commercial..The differences are

small on ZDF because there is‘rblatively little repetition

duriﬂg\a we ek due to the organization of West German B :>

adv Ftlblnq . . .\

Contenl analysis cannot predict effects. Neither do the re-
sulls about information content describe the effective or
factual 1nFoxmat1venese of the commercials as per%elved by
viewers. lhe content analy81s rather measures their maximum
potential of information - given the veraclity of the infdr-
mation, B | ‘ ‘ N
The_viewere’qay not reed,.sec or hear ‘all information, cyes,
they may not comprehend all that, is perceived, they may not
believe all that 1s comprehended, aod they may not remember
all that .1 bellcved Obvious examgLes are company hames
exposed in small print for a few seconds or informatibn
printed on the package shown -in the plcture Such detalls are
reglstered ina content analysis, but probably not by most
viewers. It -is thereforé most likely that a detaiﬂed content
analysis - with the p0881b111ty oF awframo by frame analysis -
(overestlm tes the percelved 1nformat1veness

~ . _ o

-
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As 8 consequence of the purposeg of tﬁis study it may.be per-
celved assypart of the methodology to cqncentrate on the
basichfacta. Put together with the liritad méterial which ig
not fit for detelled analysis this means that the "statisticel"
analy81s is restricted to mere -counting. All figures are re-
ported without decimala. InBtead game effort has been inveated“

in comparing the results with existing lnternatlonal data on

the same subject.' ' . o
R .. £ . ' .
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3. SATELLITE TELEVISION'S SKY CHANNEL ~

y .t voe : — -

! 3. Hlotorj, ba(kglound audie 2NCe

Satellite Television (SATV) was Founded in SepLember 1980.

S5ATV obtained as the f}rqt prxvate company in Europe agcess \
to a satellite For’ transmission jof TV- epgnalu 1in Saeptember . .
1981, namely Eutelsat's Orbit Tefst. ‘satellite. ‘
In August 1983 Rupert Murdoch s News bnternatlonal bnugh¥ a.
65m_controlllng ‘interest of SATV at the cost of.

£ 5 million. News Internatlonal expected at the tlme of
the,take OVJ?‘to 1nve8t another. £ 10 mllllon for furthe - .
¢ dévelopment of SATV (TV World, August 1983).°At the fime’of =
' the take cver SATV had a potentlal of 320,000 cable homes in
Flnland Norway, and Swltzerland, but TV World estimated 1in
August 1983 that)the actual audlencé probably was less than
. 5% of this fiqure. . ) : : T
' In June 1983 SATV had succeeded in renting one of the two
transponders which Eutelsat had leased to British Telecom on
ECS-1. Probebly it was the access to the traneponder that

was worth the £ 5 mllllon

From its start SATV traneﬁdtted-two hours per night. The °
generic programme schedule for Sky Channel's eight hours of
broadcasting in May 1984 is shown 1in figure 1. A detailed
programme schedule for the last week in April 1984 . can be

found in "annex 3.

¢ 8

-
.

,The 350,000 homes at- theMurdﬁch teke over had developed 1nt0
1.2 million in May 1983 or a potent4al of close to four *
million persons. Se table 1 for details

c.l" ,.-‘

3.2, Advertising .on Sky Chednel

In March 1983 TV(girld reported that SATV had managed to pull
in a pooI of 35 advertisers, but reckoned itself to need at
~tleast }a pool of 100 reqular‘clients to place SATV in ‘m

“healthy situation. In March 1983 only half of SATV's available .
. _ _

i;1§?? _ ; R | t
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"CH/}NNEL
SATELLITE TELEVISION PIC - CR Y 66
! C AVEN HOYSE \ 25/32 M .sw\u STREET - LONDON WAV TLL - TEL: 01-439 0491 - TELEX 266843
, a . .
o ' ,‘, ‘."‘/ - -
PROGRAMMING . . | BN |
SKY has progressively increased its nightly trgn‘sinissibn from five hours in . -
January to 8 hours from the 2nd of April. The station's general enfertainment,
formaF embraces mus#, action series, feature films and made for. T.V. moy; ey
and mini sg.ries, documentaries and now extensive sports coverage. : .’
’ - - - . I . ) ' v - ) .
/ 0 . - . hi
[ .
| SAMPLE WEEKLY SCHEDULE— SPRING 1984
MONDAY TUSDAY * WIDNESOAY THUASDAY Tesoay “SArUwOAY SNOAY
" 00 .
17.80 -7 a 4
[ MUK MUSKC MUSIC MUSKC | 1. MUK MUSK -
.00 [ ORSON TR | CRRRNTER | DARTONTRR | CARTOOR T |
FAMLYADOMEDY | FAMILYZOOMEIDY | FAMAYACOMEDY | FAMRYACOMIDY | FAMILYACOMEDY m&"""" FAMKY/DRAMA o
SEnEs Py privd) SEnmi SERNS Senes
© W ' . v FRM MAGATINE
ACTION SERNY DRAMA SERHS ORAMA SERNS ACHON SERKS Ml’%m
, W00 - MOVIE d MOVIE
ACTION SEmES ACTION (RS ORaskA sEmts ACTYON MRaES
- T1.00 o ", OCOMENTARY sponT g ro
. sromt _ ENTRRTASMENT ot
) MU Llﬁ'( MRS MUK ) MUK MUSIC MU
noo P : : -
 MUSIC #MUK HMRISIC MUK S MUSK ,Qm /MUK
Moot ————— — —
“Not iveitable on Redifusion networks - -
SKY —The Entertainment Channel




Table 1:

. CHANNEL

- SATELLITE TELEVISION PLC - CRAVEN HOUSE - 25/32 MARSHALL STREET - ONDON W1V 1LL - TEL: 01-439 6491

- TELEX 266943
5
L e ' . SKY_CHANNEL NETWORK SUMMARY: 5.5.84 R o
4] *countRY | sysTems | cABLE HoMES | HOTEL ROOMS | TOTAL |
MOLLAND . | = 7 581,258 - 581,258
SWITZERLAND 26 '/} 373,219 695 | 373,914
FINLAND 7 101,105 1,691 102,796
AUSTRIA ° Y 95,000 | -~ 95, 000
NORWAY 6 89,812 | - 79 89,891
U. KINGDOM* | 17 20,740 - 20,740
W. GERMANY | | 2,545 - 2,545
FRANCE 1 . 1,027 1,027
. - _ , |
TOgAL | 66 1,263,679 3,492 1,267,170 %
l ) i

* Since” 29th March SKY CHANNEL has also been re-transmitted to 15 Rediffuswn upgrade towns
in the U.X. As yet, no subscmber figures are available for these towns.

(In August 1984 1,6 million households were connected to cables carrylng Sky
Channel )
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advertising time was sold. Table 6 shows that the goal of =a
¢ pdol of 100 adbartisqrs were still far away in the beginning
" of 1984. The 14,235 séconas sold during February, March, and
April constitute 16.5% of the available advertising time in1
_that period (six;Pinutes per hour).

a

. Flgure 2 shows Satellite Telev1810n s sales arguments toward

e potentlal advertisers in spring 1984. SATV follows the rules

'S of the British Independent Broadcasting Association, except
't for one thing: Sky Channel invites sponsoring pf programmes.

See figure 3. . N _ . .

d .
~ '

ALY commercial TV st\tlons in Europe except’ the Finnish MTYV
and the Brltlsh ITV brlng thelr commercials in socalled blocks
at ~fixed hours. Fpllowing the IBA-rules 1mpllcates tkat SATV
'\' : shows the chmer01als between programmes and in socalled
. natural bresks,\cf.  the transmission log in annex 3. Detai}s

. \ »
of advertising are found in Sky Channel's rate card in annex

-

[}

~ 4. ‘ . :
o \

The Norwegian market research institute A/S Norsk Reklame-

Statlstlk has monitored SATV from the very beglnnlng. With
this source the Norweglan Markedsfering, 1983/4, states that
SATV in 1983 brought 2,513 spots for 38 advertisers. The
Danish Orientering, 1983/3, quotes the same sodrce for the
information that half of the spots-were sold during the. first
four months of 1983.
The six iargest advertisers bought 610 or 59% of the 1035

@ gspots during the firsﬁ.foup m;nths of 1983.

. See table 2 and confetr table 6 . '

<2
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-  THE ADVERTISING MEDIUM . )
. _ ‘
1. EUROPEAN AUDIENCES ,

Television is the most effective advertising medium and Satellite Television
offers advertisers an entirely new opportunity - a European audience.

2. BRAND BULLDING/EUROBRANDING S - \

. Multi-national companies and manufacturers can now use Satellite Television to
f*.boost and enhance their brand -image, harmonising product awareness-across Europe

v
4 -

3. AUDIENCE POTENTIAL ’ - o ,

Satellite Television reaches cable audiences in Switzerland, Finland and Norway
and in Britain and West Germany from the beginning of 1984. Other European
countries, including Holland ‘and- Austria are changing their laws on the media
to permit the reception of satellite transmission. And, 1;B$ome cases, their
first experience of television advertising. =~ =

4.  COMMERCIAL EXPERIENCE !
The commercial innovation of Europe's f1rst and only Satellite Television channel
has attracted advertisers like Coca-Cola, Kelloggs, Remington, Polaroid, Schweppes,
Canada Dry, Wrigleys, Rank Xerox, Johnsons Wax and Unilever.

1

5. BROAD APPEAL < | ’ 2
:  Satellite Television's commercial entertainment format will ensure that -«
advertisers will reach by far the largest segment of the rapidly growing cable -
.audience 1in Europe. L
6. SELLING POTENTIAL o
For the first time advert1sers can explore new and eXC1t1ng opportun1t1es for vigf'-
selling to European aud1ences, =
For further information, contact Mark Wood, U.K. Sales Co-ordinator in London 2;: _
at 01-439-0491 or Bernard Pingree, European Sales Co-ordinator in Geneva at o
022-501-330. * O
. . b
7.  STANDARDS : - - -9
" Until the EEC has decided on recommendations for television advert1sing, ‘o -

" Satellite Television has decided:-

a. to conform™to UK advertising, adopt1ng gu1de]1nes set out by the British
Independent Broadcasting Association to ensure a consistently high standard
-of advertising. In-anticipation of revisions to these guide]ines-nrg&spect

of sponsorship SATV has instituted their own policy.

to voluntarily ban advertisements for tohacco and spirits.

to limit advertising to a maximum of six minutes per clock hour.

to use natural breaks rather than block advertising during programming.

that ‘as SATV is an English-language service, the basic selling message of
advertisements should be .in English. However, a commercial with a background
.noise, jingle or packshot in a,language other/than English.is acceptable e
providing an English translation is submitted. B

“I:R\(: For further information, contact Satellite Telev151on Commercwa] Traff1c and
=== Copy Control Managqp,fRosemany Sfockf,_a_, : : S

oaoooT
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‘Watch Sky Channel on Fnday May 18 and enjoy Ph]hps award-wmm ﬁlm

)!:)emseWOrld-—wﬂe

Local air time: Austria 16.Q0 hrs The mtemauoml satellite scation, Sky Channel. telwxsxon and video. Nat su rlsmg then. that. \

. ~ Finland ;17mmm'_mH&ﬁmmmaﬁmmmmﬁhmhmd%mm mmmwMMmebmmu mdmxmmWM&w :

France 1600 hrs = The film—whi ' has alrcady won three major inter-  communicate with the public via satellite.
‘ / Germany  * 16.00hrs  national awards = illustrates the strong innovatory ~ky Channel can be received through cable

- — the Netherlands 16,00 hrs  character of the Philips company ina chighly diversified  netwerks in Austria. Finland, Germany (Ludwids- »

Norway - - 16.00hrs  range of arcas and countries throughout the world. Lafen;. Norway, the Netherlands Switzerland.
© Switzerland -+ 16.00 hrs Of covrse, Philips is a recognised innovator in United Kingdom (Swindon, Northampton) and the
United Kingdom - 1500hrs  manyfields - and in particular in the field of Mmdnen Hotel in Pans France
International Herald Tribune, Paris 17/5/84 . '
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Table 2: - | - .
. / - . ) ' -7 I w
y . - . . ;o .
Top 6 advertisers on Sky éhannel, firgt four months, 1983
Advertiser ) ’ .. Number of spots
Kellogg's - | ! ) 139
Mill's Coffee | ’ ' 132
. - ¢ oo i &' e T .
Freia CHocolate N 130
Sor-bits . ) 111
Ultramiht C - 73
. e ' . ;‘ ' - . (\f"
Coca Cola . : 65
PR
’“ 'i?" * N vl R 3 Dt - +
-\- ) B "( ,i‘d 6 l U
(Ovientering, 1983/3)- . w

The spot sale in the whole of Scandinavia toteled 2.5 million
NKr in 1983 according to SATV's smles representative in;
Scandinavia (Orientgrjngt83/37, who also expected the sale to
total 7.5_millién NKr in 1984 in Scandinavia (Mé;kedsf@ring,

1984/4).

3.3. The audience N

The international selling of Sky Channel to potential viewers

ig 1llustrated 1in Figurc'a. The number of cable homes reached

by’ Sky. Channel in Augusl 1984 were 1.6 million (table 1).

v

In Norway Inter-Media has sponsored an investigation in lhe
spring of 1982 when two hours of programming were distributed

by the Orbit Test Satellite. Some scattered dala from this

research can be found in NOU 1983:5 and "in Kampanje 1/8 1982.-'

Sky Channel'sdvertising material from the spring of 1984 tells
about. viewing in 0slo and Helsinki in the autumn of 1983. |

See table 3. v
%.
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e 4y The it ernational "selling "of “sky "Channel

SKY CHANNEL The Choice . = *
» -More family entertainment on cable every night throughout Europe - '
SKY CHANNEL:brings Action Series, Drama, Movies, Music, Sport & Comedy: ’
Programmes include: —-
Music—Sky Channel music box brmgs you an up-to-the-minute look
- at what’s happening in the world of pop. ‘
Films —Regular movie spots and 'behind the camera’ features.
Sport —Induding American Football, Wrestling, Ba<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>